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ABSTRACT 

. ^ A study was conducted to determine (1) if the 

gratifications sought and obtained model were applicable to local' 
television news viewing, "and (2) if the scales constructed from 
factor analyses of gratifications sought and obtained could predict 
televisioTi news viewing. The focus of the study -was a new television 
station in central Illinois that offered itself as an alternative to 
commerciaT television and promised to feature religious and family 
programs. Prior to 'the station's broadcast debut, approximately 300 
residents of the' area were sux^veyed..±o ascertain their media use 
habits, opinions of cpmmer^cial television , and demographics. The 
dependent measure was the perceived need for the proposed station in 
terms of its religious and. family programs. A second survey took 
place following^ the station's debut, with approximately 2.50 
respondents supplying data concerning gratifications served by the 
news offered by the station. Data were gathered relating to their 
'gratif iciat ions sought from news in general, and from the stations' ' 
news in particular. Results revealed that respondents thought theYe 
was a .need for the station, but that its programing did not meet that 
need. News viewers were^ similar to^^^eneral viewers in their opinions. 
Findings suggest, that the gratifications sought and obtained model is 
not applicable to local news viewing and that gratifications, sought _ 
and obtain.ed are not valid predictors of news viewing behavi.or in 
gene'ral. (FL) 
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The work of Blumler and Katz" (197^) has produced a great 
interest in the uses and gratifications approach to the study of 
the mass media. Th'6 result of this research, has been not only a 
myriad of studies on l^ow gratifications obtained from the media 
can be measured and applied to various situations; but also a 
number of critiques on the theoretical promise the approach has 
for studying media effects; For example, • areas of interest to 
researchers utilizing, the uses and gratifications approach have 

■y- 

"included political environments (McLeod & Becker, 197^) , television 
yiewing habits (Brovm, Cramond' & Wilde., 197^) . and popular cultur'e 
(Carey & Kreiling, 197^) . ' 

Critiques, such as those written by Swa'nson (1977) and others, 
suggest many problems w*ith this approach. One such problem involves 
the failure to consider audience perceptions of messages received 
, from the media. Swansdn (1977) argues that such failure "... may 
deny the putative fundamental assiimption of their position and 
Returning to a view of meaning as given in content to. passive re- 
ceivers" (p. 220). Blumler (1979) suggests that researchers begin 
to define, "active-ness" in terms of audience behaviors before, 
during and after receiving a message from the mpdia. For example^ 
one might -determine what prior expectations an audience member has 
concerning a message, A recent line of research has been developed 
to consider such prior expectations with the purpose of determining 
if the audience actively selects messages from the media. 

The first study to consider prior expectatiorts. or ■ gratifica- 
tions sought from the media was conducted by Palmgreen and Rayburn 
(1979). They defined the difference between what audiences expected 
and what was eventually" received as the discrepancy between gfati- 
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fications sought and received. Using public television as the 
stimulus, respondents were asked what gratifications they sought 
from television,' in general. Then, they were asked what gratifi- 
cations they received or thought they could receive from public 
television. The discrepancy between gratifications sought .and re- 
ceived' were predicted to be greater for respondents not viewing 
public television compared to those who vatched at least one pro- 
gram. a month. The "re'sults of the study generally supported their 
hypothesis. . • - 

Palmgreen, Wenner and Rayburn (I98O) determined the various 
dimensions of gratifications sought and received for network tele- 
vision news. A scale developed by the researchers measured five 
dimensions! surveillance,, decisional utility, entertainment, inter- 
personal utility and parasocial interactions. The factor structure 
for the gratifications sought items was much different from the 
structure ob.tained from the gratif fications obtained measures. The 
factor structure for the gratifications sought items werej. informs 
tioh seeking, entertainment and parasocial utility. The gratifica- 
tions obtained dimensions included: interpersonal utility, enter- 
tainment/parasocial interactions and surveillance. Palmgreen, et, 
al. argue that the failure to find five separate dimensions, as 
hypothesized, was an artifact of watching, television news. Both 
entertainment and parasocial interactions, are independent motives 
for watching television news. However, the meeting of these needs 
by television news is interactive: they are not separate dimen- 
sions. These results do suggest that the gratifications sought 
from watching television news is somewhat different from those 



received from the actual viewing behavior, despite the findings of 

Palmgreen; et. al., that the correlations between gratifications . 

sought and obtained were much higher for news viewers compared to 

■ < >• '\ 

respondents who did not watch network television news. ^ 

y Palnigreen,^ Wenner and Rayburn ( I98I) re^-analyzed their I98O 
data for the* purpose of determining gratifications specific to each 
of the . three network evening news programs. The prim.ary hypothesis 
tested :in this study predipted that viewers of a specific news pro- 
gram would/perc.eive gratifications obtained from their preferred 
program to be greater than those possible fr<5m the two competitors. ' 
This prediction .was supported as only four of the 90 i't^i^s, 30 
items measuring gratifications sought and obtained for each of the 
three networks, -[did not conform to the, hypothesized model. Their-^^ 
attejmpt to. differentiate viewers ^of the three news programs using 
a discriminant analysis found tha^t. the gratification items, when 
considered as discrepancy scores computed by subtracting the grati- 
fication obtained .score from the corresponding gratification 'sought 
.response, were significant predictors of viewing habits. However, 
no attempt was made to use^the individual item^ as predictors of • 
network news viewing. If - the gratification scught/obtained model 
is descriptive of the active audience notion addressed above, then 
either tlje individual items or their respective factor scores 
should also discriminate viewers from non- viewers. 

Wenner (I982)' has also applied the gratifications sought/ob- 
tained model to the study of television news. Considerifig the 
audiences of the three television networks and Sixty Minutes Wenner 



attempted to determine if the gratification items were additive, 
in nature, with various exposure it^ms, . predict 'media dependency . 
Twelve gratification items were used in the. study designed to rep- ^ 
resent three dimensions discussed by Palmgreen, et. al. These 
dimensions weres surveillance/entertainment, interpersqnal utility 
and parajocial ..interaction. The grd:tifi cation sought items measured 
respondents* perceptions of needs satisfied by television new3, in 
general. The gratification obtained items pertained specifically 
to Sixty . Minutes and the preferred network, news program. A heirar-" 
chical regression analysis ^was 'used to test the additive properties 
of the gratification dim.ensions . The gratification obta.ined items 
were significant predictors' of. media dependency, measured as re- 
spons.es to the question: how much woiold you miss Sixty Minutes if 
you had to miss it? However, demographics and media exposure were 
the best predictors of dependency. Similar results were obtained 
for the dependency on the preferred network. news program. ^ , 

Utilizing the work of Fishbein, Palmgreen and Rayburn (1982) 
suggested that .gratifications soug]ht were very similar to the 
seeking behavior. Highly valued outcomes, or perceived outcomes, , 
should produce more seeking behaviors' than those outcomes that ^re 
not highly valued. In terms of the gratification sough t/ob1:ained 
model, if a person perceives highly desirable outcomes, (gratifica- 
tions sought) from a mediated message , "the result will be an in- 
creased .liklihood of attending the message-, .. The resiilts of a survey 
of college undergraduates foxand that beliefs, . as conceptualized by 
Fishbein, was the best predictor of television "news viewing;- 



gratifications ^ sought were a JTunction of belief s, 

> Bantz (1982) attempted to expand the gratifications sought/ 
obtained model to the differentiation of channel and^message. 
Bantz suggests that gratification factor sti:^uctures may differ de- 
pending on the program watched on television. Using items generated 
from themes written by college students, Bantz designed two ques- 
tionnaires. One questionnaire measured, gratifications sought fr0m 
specific television programs^ and program types. The second concerned 
perceptions- of television-, in general. The resulting factor analysis 
of . these two questionnaires found Similar factors for sx;irveillance , 
entertainment and voyeurism. The program Specific items also had 
factors representing companionship and social resource or inter- 
personal utility dimensions. The,, medium specific results found one 
dimension representing easily available companionship. However, the 
two factor structure's were statistically . similar . Bantz concludes 
that there are very few differences between program and channel 
gratifications as perceived by the viewing, audience. 

A final study of the gratifications so ught/obtainfed model was 
conducted by McLeody Bybee and Durall (1982). Two weeks prior to 
the 1976 presidential' 'election, respondents were asked a series 
of eleven items designed to measure gratifications sought from 
televised ^political messages, eleven items (same items as, for 
gratifications sought) measuring why they watched the presidential 
debates and the amount of time spent watching .the ^^debates.. The 
resulting factor analysis of the' gratifications sought' revealed 
■'the following dimensions: surveillance, contest . excitement, and 
communication utility. The factor analysis of the- gratifications 
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obtained items also found a ' surveillance dimension, but inclt/ded a 
reinforcement element to the c^ontest/excitement dimensions found' 
Tor the gratifications sought analysis. Relating the gratification 
items to' debate watching, no relationship was found for . gipatif ica- 
tionsVsought . A strong relationship was' found between watching the 
debates. and gratifications obtained. Finally, correlations between 
gratifications sought and those obtained were very strong, even 
when debate watching was controlled. 

The ^conclusion from research ' testing the gratifications 
sought/obtained model I's that factors resulting from the various 
studies ^.re^fairly stable. Most studies found surveillance, inter- , 
personal utility and entertainment dimensions. Also, all the ' 
Studies discussed above have use^C gratifications obtained from 
network' programs . No research, to date, has considered the relation- 
ship between the model and programs produced on the local level. 
Finally, many of ythe studies conducted /py Palmgreen and others have 
considered discrepancy scores as predictors of media exposure. These 
scores, 'the differences between. gratifications sought and obtained 
represent the .perceived difference between • what the auclience expects 
from .a program and what is actually received. Conceptually, this 
procedure makes sense; if a person 'received exactly what was per- 
ceived as obtainable from a program, there should be no differences 
between measures of gratifications sought and obtained. However, " 
problems do arise when no^i-vi.ewers of these 'programs are considered. 
To compute discrepancy scores for non-Viewers, respondents are , 
asked to "guess" what gratifications might be obtained from programs 
tljat they do not view. If the respondent does not view the program, 
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then perceptions. of possible gratifications obtainable from the 

program could not pos^sibly be valid. Therefore, to determine if 

efficacy of the gratifications sought/obtained model for predicting 

media exposure, one must use the factor rather than discrepancy 
... « ' ' 

scores as predictors. The piarppse of this study was '•to answer these 
two problems; Specifically, the study was, designed to determine if 
the gratifications sought/obtained model was, applicable to the 
viewing of local --television news programs. The second problem was 
to determine if scales, constructed from factor analyses -of grati- 
fications sought and obtained, could predict television news ' • 
viewing. 

METHODOLOGY ■ [ 

A new television statipn in, central . Illinois received a con- 
struction permit in I98O. The licensee was to be a non-profit cor- 
poration comprised of area church leaders and laypersons. Proposed 
programming was to consist of family-oriented and religious offer- 
ings. The station received much publicity, first in. terms of a\ 
fund raising campaign .and then because of various management prob- 
lems. The result was. much visibility in the market. The target 
audience for the station was to be the disenfranchised viewers 

who desired alternatives to commercial television offerings. The 

>* 

station eventually began operation in 1982. The programming did 
feature religious offerings and family oriented programs such as 
Leave It- to Beaver . How.ever, some fairly violent programs such as 
Combat were also aired. . ^ ^ " 

Gratifications sought and obtained' were measured in a two part 
studyVvStudy I was conducted prior to, the station beginning opera- 



tion. study II was conducted in I983, after the station had an 
opportunity to attract the' target audience afid ostensibly meet 
their needs. . " 

Study I ' - " 

. . The study was conducted in November 1979- Working from a list 
of randomly generated telephone numbers, 391 residents were contacted 
by trained interviewers. Three hundred thirty-nine respondents were 
eventually interviewed, resulting -in an adjusted completion rate of* 
87^. Each respondent was asked questions categorized as (1) media ^ 
use habits, (2) ^opinions of commercial television, and (3) demogra- 
phics. 

Media Use Habits • , - 

1) Hours watched: respondents were asked how many hours their tele- 
visions were in Use during the average day. Responses "ranged 'rom^ 
zero to 'twenty-four hours. 

2) Family- Viewing! respondents were also asked whether . or not their 
family watched, television /together . Responses wer^ recorded as either 
yes or no. 

3) Family Programming Index (FPI) : The networks- and local television 
stations do still seem to have an unofficial f)olicy of reserving the 
"early prime time 'hours" for programming' suitable, for viewing bj 




families with younger ' children. Respondents were asked^tb list their 
family's three favorite television programs. When a respondent 
listed a program that aired during these "family hours;'" it was 
assigned a value of one (1). Thus, for -each respondentia score 
ranging from zero to three was obtained to represent*^ the viewing 
of fagiily oriented television programs. ' , ^ 



^) Religious Programming Index (RPI): Respondents "were asked 
whether or not their family ever watches the PTL Club , the 'TOO Club,, 
the Christian Broadcasting Network or Sunday mourning worship ser- 
vices. One point was assigned for each ^ program, or program type 
watched. The total score possible 'on this index was^four. 
Attitudes Toward Commercial Televisicn Content ' 

Utilizing five pbint- Likert-type scales, respondents were asked 
whether they agreed or disagreed with each of the following state- 
ments: there^ is too much- religion on television; there is too much 
violence on television; there is too much sex on television; and there 
are too many advertisements on television. In. addition, respondents 
were asked, to .give their general impressions of commercial ' television 
content. The open-ended responses were then classified as being eith^er 
favorable, unf avorable\^or neutral. 
Demoigyaphics 

Education and age were measured on interval scales.- The range 
was from -less than a high school education .to at least some graduate 
education. Age range'd from eighteen and over. The number of children 
living at home 'was also recorded. 
Dependent Variables 

The dependent* measures were the perceived need. for the proposed 
•1jele vision station in terms of religious and family programs. Tl;ie 
specific questions were: Channel ^3 says that their programming will, 
consist of a different type of religious progranimrng from what's 
available today. Do you feel that there is a need for such program- 
ming? Second, Channel ^3 says that their programI^ing will consist 
of a different type of family programming from what is available 



today. Do you feel that there is a need for such programming? Re- 
sponses were recorded as either yes or no. ' 

Study II ' 

The second study was conducted in April 1983. A total of ^00 
randomly selected residents in the' skme central Illinois location 
as Study I were initially contacted-^- The total sample consisted of 
296' respondents.. The adjusted completion rate was 83^*. Essentially 
the' same variables as discussed above were used to determine evalu- 
ations of television and the viewing of commercially produced pro- 
grams. , , . - - . • 
Gratification Measures . 

.Because the nature of Study II was to determine the gr'atifica^ 
tions ^.served by the news offered by the television station, the 

gratifications sought and obtained items developed by Palmgreen, 

* ' ^ • ^ . j 

Wenner and Rayburn were used. Respondents were first asked the 15 

ite^ms as they pertained to gratification's sought from television 
news, in general. Somewhat later in the interview,, respondents- who 
claimed .to watch the local television, news program v/ere also asked 
the same 15 items, 'this time in 'terms , of how tlie program satisfied 
their needs. Because of the validity problems noted" above, respon- 
dents not watching' this program were not asked to "guess" what 
gratifications they would likely obtain if they watched the program 
These items were then independently,' submitted to factor ^analysi'S 

to deter^ne the validity of the proposed dimensions. ! • 

I ' ' y ' ' • ' * - 

- 'RESULTS 

Study I ^ ■■ 

'Gratifications sought,^ as , defined in Study I, included evalua- 



tions of commercial television. Fifty- four per cent of the respon- 
dents had an overall negative view of television? ^'7% felt that 
there was too much sex on television; felt that there was too 

much violence on television; 8^ felt that there were too many ad- 
vertisements; and 79?^ disagreed that, there was too much religion 
available on television. Considering -these variables as a crude 
measure of gratifications sought from commercial television, one 
conclusion would be that a significant number of respondents felt 
at least some need for an alternative source of entertairunent on 
television. 

In support of this conclusion, ^1-7^0 of the respondents felt 
that there was a need for a television station in the local market. 
Finally, ^2% thought that a need existed for religious programs 
proposed by the station; 65% felt a need for family programs as 
advertised in promotional campaigns. 

"'The preceding analysis suggests jthat the market was comprised 
of • a substantial number of television viewers that were unhappy 
with what was available on commercial television. Further, many of 
,these ''disenfranchised viewers" desired programs such as those pro- 
posed by the new televisioii station. Based on this conclusion, an 
attempt v/as made to diff erentiafe respondents who felt a need for 
religioUs programs from those not expressing such a need. Second, 
respondents seeking family programs were differentiated from those 
not interested in such a gratification. These differentiations, 
were accomplished in twcf independent discriminant analyses. The 
results of these analyses can be found in Tables 1 and 2. v 



Tables 1 and 2 about here 

A stepwise, discriminant analysis using varimax rotation in- 
cluded the various independent variables discussed in the preceding 

section to dif f e^qntiate resporldents seeking gratifications for re- . 

, • . ) - • 

.ligious and family programs. The data presented in Table I , concern 
preferences for religious programs. The standardized canoi^ical [" 
coefficients indicate the relative predictive power of the four 
variables included in the discriminant equation. These coefficients y 
indicate that respondents preferring religious programs disagreed 
that there was too much religion on television, tljere was a definite 
need for a station in the local market, did not' watch religious 
programs such as the PTL Club and thought that there was too much 
sex on television. The strongest independent predicxor of such needs., 
or gratifications sought from, television, was a need for a station 
such as the one proposed for the market. The second best predictor, 
relative to the other variables in the equation, was the disagree- 
ment with the statement that there was too much religion-' on tele- 
vision today. Finally, the failure to watch religious progi?ams and 
evaluations of sex on commercial television were the least influent 
tial in this analysis. , 

The second column of data presented in -Table 1 shows the 'struc- 
ture coefficients,^ or correlations betv/een the Variables and the 
discriminant function. These correlation's are important because they 

show the individual contribution of a variable to an eq\iation, 

/ ' ■ * ' 

without controlling *^'f or the effects of the other variables in the 
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equation such as the standardized coefficients. A comparison of . 
these correlations support the analysis of relative predictive 
strength of qach variable as. noted above. However, the unstandar— 
dized correlation of watching religious prog3?.ams is much higher^ 
than the standardized coefficient. This difference can be explained 
by the correlation between some of the independent 'variables. How- 
ever,, this difference does not .obviate the conclusion that percep- 
tions of religious programs and sex on television are the primary ' 
discriminators between respondents seeking religious gratifications, 
from television. ^ . - - ' , 

Table 2 presents data differentiating respondents who desire 
family oriented programs such as those proposed by the station from . 
those without such needs. The best predictor in' this . equation is 
the evaluation that there is too much violence on television, today. 
The second most important variable to make an independent contribu- 
tion to the equation was a need for the station. * Failure to watch 
religious programs on television and the disagreement that there is 
too much religion on television are third in predictive powers. 
Finally, having at least one child in the home. was the fifth varia- 
ble in the- equation. ^ 

Considering unstandar dized coefficients, the streiigth of 
watching reli^^ous programs is increased dramatically; whereas 
there is sonxe decrease in the importance of evaluations of violence 
on television, the need for the station and the presence of child- 
ren in the home. Thi? portion of the analysis indicates that eval- 
''^ uations of violence 'and the failure to watch religious programs are 
the best descriptprs of the function. Th^s is not to say that they 
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are the best predictors. Such information can only be deduced from 

the standardized coefficients. 

Study :II . . ' 

Fifty-one per cent of the respondents contacted in I983 re- 
ported watching the local station at least one hour a day . ' Seventy- 
one per cent of the respondents who watched .the station also watched 
at least one news program per week. Considering gratifications 
sought' in terms of the need for religious and family programming, 
repeating the two questions asked in Study I,'^9?S of the respondents 
felt there was a need, for religious programs? 35^ thought that the 
station had met its goal in this area of progracmming. Eighty-two per 
cent of the respondents felt that there was a need for family pro- 
grams such as those proposed- by the station. However, 5^% felt that 
this need was met by the station. In terms of gratifications sought 
and obtained, there seems to be a difference in what the audience 
wanted, their perceived need for those two types of programs, and 
what was actually obtained from the station. 

Table 3 presents the correlation matrix for the Palmgreen, et. 
'al.. gratification sought and obtained measures. These correlations 
only include the viewers of at least one newscast on the station 
per week as respondents not viewing the program were not asked to 
"guess" what gratifications could be obtained watching it. Of 
the 15 comparisons, only three correlations between the appropriate 

gratification sought and the gratification obtained waS; the highest 

■\ . / 

compared to the other cprrelations in each row. For exqtmple, the 

^ .11' 

item rel^te'd to information concerning the higher pric-fes (the top 

/ 

left corner of the table) , was most corre lated with the gratifica- 

n ■ t ; 

. ■ ■ . . / ■ 

Id 
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••rdon sought concerning higher prices than with any of the other 1^ 
obtained items in the row. Using statistical significance as a 
' barometer of the relationships displayed in Table 3, 11^ of 2^5 
correlations met the alpha' criterion of 05^ 



Table 3 about here 
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Tables ^ through 6 show the various factor analyses that, -were ^. 
performed on the gratifications sought and obtained. A varimax ro- 
tation was used,^ Criteria for accepting an ifem was 'a primary 
loading of .^0 or greater with secondary loadings of less than .^0. 
The optimum number of factors was determined by the scree test for 
items with an eigenvalue of at least 1.00. 

The data presented in TablQ ^ represent responses from all ^ 
respondents on the gratifications j?ought items. Two factors were 
found in this analysis: ^Actions and Entertainment. Items in the 
Actions factor included watching television news to make decisions 
about issues, to keep up with current issues, to learn about issues 
that affect the respondent and to keep informed about government 
officials. This factor combines the typical s.urveillance items such 
as to keep up with curr'ent events, with those issuer that affect 
the respondent or assist in making up ones mind. 

The second factor consists of items that tap '^the Entertainment 
function of television news. The foior items that describe this di- 
mension include watching television news for: dramatic reasons, 
entertainment value, comparing ideas and excitement. Only the idea 
comparison item does not fit the, entertainment description of this 

17 • . 
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dimension. Possibly items that are entertaining "also have some 
utility for these respondents. * 



Table k about^ here 



The data in Table' 5 represent* gratifications sought by those 
respondents actually watching *thd,^news program ori the local tele- 
vision station. A similar .structure to the one displayed in Table 
k was obtained in this analysis. The first factor , Actions, was 
comprised of the same foTor items found in the f-irst analysis, plus 
two additional items measuring the need for information to support 
viewpoints to others and the need to compare ideas with those of 
the commentator. The basic difference. between the first factor in 

these twa analyses is that news viewers have a need to get informa- 

\ ^ ^ ' ■ i 

tion ai^d to use. it m interpersonal setting^. This factor is a ^ 

combination of surveillance and interper*sohal util^y. / '^.^ 

The second factor displayed in Table 5 was labelled Excitement 

because it only has two. i lems 1 so incLuded in the first facto;rV. 

analysis, These items indi-cated that respondents watched the news 

■ ■■ for excitement and entertainment. There was no need for comparisons 
fof^ideas, nor* did news viev/e'rs feel a need for- drama in- the news. 
Dg-ta presented in Table 6 include what gratifications were 

^' . obtained by news viewers. The first, Opinion, factor in thi's ana- 
lysis was somewhat different from those obtained in the analyses of 
gratifications sought. The three items in this factor suggest that 
some respondents watched the local newscast to keep up with current 
information, but -to also support viewpoints with others and to pass 
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along information. Not only does the news help to formulate opinions 
on current issues for these people, but also to influence or at 
least help to communicate this information to ^ther people. ■ - 

The -second factor in this analysis was Entertainment, However, 
this dimension differed from those in the preceding tv/o analyses in 
that these respondents also used information presented in the local 
newscast to make up their minds and to find .out about issues that 
arelikely to affect them. So, not only do these respondents watch 
for entertainment, but also for the utility of the information,' 



Talples 5 S-^d 6 about here 



The final' analyses, presented in Tables 7 ' and 8, shov/ how the 
various independent variables differentiate between viewers\of thQ 
local station and its" newscast from the non-viewers. In addition to 
the independent variables used in the analyses .in Study I,, scales 
were computed representing the factors discussed above using the 
\formula developed by.Nie, Hull, Jenkins, Steinbrenner and^Bent (1975) 
f The discriminant analysis presented in Table 7 includes six predic- 
tors for gene:?al station viewers. The- best predictor was perceptions 
of v/hether the station has met its goal to pres;^pt family programs. 

positive sign on a Coefficient indicates, that viewers felt that 
the station had not met this* goal. Further, the second best predic- 
tor indicates that these same- viewers do not perceive a need for' the 



station. The final four predictors, about equal in their discrimi- 
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nating powers, sijggest that' viewers wa\tch more commercial tel^v^sion 
than non-viewers, do not watch television as a family, disagree th^t , 



IS • { 



it 



there are too many commercials on television, and dp not watch 
religious progratns such as the PTL Club , The unstandardized coef- 
ficients do not substantially change the analysis." . > 



Table 7 about here 



The data in Table 8 show the discrimination of news viewers 
from non- viewers. News viewers are best described as respondents 
who do not "watch religious programs, do, not feel a need for family 
programs and dp not believe that the iQcal station has met its goal 
of of fering family oriented- programs J This conclusion is- supported 
by both the standardized and unstandardized coefficients. 



Table' 8 about here , 



DISCUSSION 



; A comparison of the data obtained from Study I and Study' 11 
suggests that- the respbndentfs siirvWed both before and after the 
proposed station began broadcasting felt that there was a need for 
such a station and that need involved the offering of both religious 
and family oriented programs. The results of the two discriminant 
analyses predicting the need. for these programs clearly indicated 
that there^^'was a substantial potential audience for these types of 
programs.. These respondents were clearly ' disenfranchised by commer- 
cial television. They^felt that there was a definite need for a 
\station, especially one that advocated family oriented and religious 
programs. Further, they felt that there was too much sex and. violence 



on television. However, the results of Sti^dy II clearly suggests 
that these need's, or gratifications sought from the station, have 
not been met. These opinions are manifested in the two discriminant 
ana;Lyses differentiating viewers of the station, in general, and its 
news program from non'^vi ewers. General viewers seem to be iruch like 
the viewers of commercial television ^ they watch more television 
than noh-viewers of the station. \ Further, viewers do not perceive a 
need for the station^nor its initial id^a presenting family programs. 
This finding is not siorprising because viewers of the station tended 
not to view television with their families. Viewers obviously do not 
"watch many religious pro^grams, indicating the lack of a hee'd for 
additional programming in this area. 

These results can be explained in terms of the ownership of the 
station. Just prior. to conducting Study 11, the station was soli, 
changing, it:^ cvatus/from non-profi-t to , profit orientation. ^ However , 
none of the programming of, according to the new owners, the pro- 
gramming philosophy, was to be changed.^ Regai^dless, the viewers of 
the station perceive it as just another television station- offering 
programs similar to ones already available from commercial statiojis. 
The station is not meeting the needs of the disenfranchised audience 
it originally desired to serve. ^. ' ^ ^ 

News viewers were not much different than the. general viewers 
of the station. Because the station offers the only commercial; 

"televised newscast 'in the community^ it should be an important source 

' ■ " ' / ■ ' . - ' ' ' 

of information "for' its' viewers. However, none of the gratif icatipns 

sought nor obtained scales wer§ predictors in tlie news viewing 

equation (Table 8) . .This finding has three implications. First, and - 



most likely , • is that local news programs can not be measvired by the * 

it'ems developed by Palmgreen', et. al. Altho^ugh nev/s viewers had 

. ' ■ > . / , • . . . . ' 

much the same perceptions of gratifications sought and obtained as^ 

general- television viewers, these perceptions were not manifested 

' . 0 • ■ , . *•• • . , ■ 

-in viewing, habits. Clearly, they watch.ed the newscast for other 

reasons not tapped by these scales, , . - 

The. spcond implication of these^ results is that g:^atif ications ' 

sought and obtained are not. valid predictors of news viewing behaviors 

in general. Despite the findings of some previous studies in this 

area, the scale scores,- 'as operationalized in the* present study^ did 

not predict viewing habits. Possibly, if discrepancy scares, as used 

by Palmgreen and his associates, were used as predictors, the validity 

of -the gratifications sought/obtained model would h^ve been verified. 

For reasons stated above, this procedure has no face , validity. How 

would respondents who do not watch the pro'gram be able to guess" at 

what gratifications they might obtain -.if they were to watch it? 

The third implic^.tion is that the audience for local newscasts . 

is no,t active in th^' same sense as conceptualized in the uses and .. 

gratifications approach. Swanson (1977) suggests that perceptions 

of the media and e:kpectations of eventual gratifications of needs i^ 

, crucial to the uses and gratifications ^approach . This same conclu- 

sion .can be posited for-\the gratifications sought/obtained model. 

The users of the mass media obviously have certain perceptions of 

the content and also believe that certain media use behaviors can % 

. / ■■ , ■ 

gratify some needs; The gratifications sought/obtained model seems 

...... 

« ■ ^ 

to "accurately measure at least. some of " these perceived needs and 
the ability of the media to satisfy them. However, according to the 



results of the present study, these perceptions dpOnot lead tq the 
viewing of local news programs. Possibly, the local nev/s audience 
does hot select programs based on perceived needs. This audience 
may not be active in the same sense as^ the audience in the Palmgreen 
studies that determined giratificatipns sought .and obtained from . 
network programs. 

Supporting the research of_Palmgreen and" others were the factor 
structures obtained in Study II. Although the five dimens;Lons were 
not validated; there was much similarity or stability of the dimen- 
I sions that were found. These results indicate that people watch 

it.. 

local n'^s for information about current issues with a desire to 
communicate this information to other people. Essentially, this 
dimension is' a combination of surveillance and interpersonal utility 
The second dimension, entertainment/excitement , suggests,^ as do 
previous studies, -that many people watch local as well as other 
news programs,' for other .reasons than just information. .News viewers 
seek and eventually obtain entertainment from news. 

The results of the factor analyses also add some support for 
the gratifications sought/obtained model. There was a high degree 
of similarity among -s-tructures . comparing- what news viewers seek* 
from a local newscast and what they obtain from actually watching 
it. Unfortunately, these perceptions are not manifested in the 
actual viewing of the program. , 

The conclusion .concerning the efficacy of the gratifications 
sought/obtained model is clear from the resets of these studies. 
First, people do have specific perceptions of what they want from 
^television. In terms of th''^ local television station, respondents^ 



. 22 - \ ■ ' ■ • - • 

felt a need, or sought a gratification, for family and religious 
programs. iforti ately, t'^iese fications were not obtained/ 

Secona, the measures of gratifications sought and obtained developed , 
by Palmgreen, et. al. , are very stable representations of what people 
perceive television news to be, in general, and what they obtain from 
watching it. However, these perceptions have no predictive ability 
when matched with media exposure ar the" actual viewing o;^ the program. 
Therefore, if this model is to have any utility for applying the uses 
and gratifications approach to the use of the local media, new. items . 
must be constructed. Future studies should concentrate on how people 
perceive local television newscasts and how these perceptions lead 
them to watch the ..program. For example, some news^ viewers may "select 
a local newscast because it^ is the only pro-gramming available at 
certain tiine?^ in t. eir "respectiv^r = kets. They really have little 
interest in the news as a source of information, but merely leave 
the television ^bet on between entertainment pro grains. Others may ^ 
select news programs based on the personalities of the commentators, 
or the applications of technological advances 'such as weather radar 
or live remote broadcasts. The Palmgreen items do not tap these di- 
mensions. Also missing from their items, that may be only applicable 
to the viewing of local newscasts, are the needs for weather and 
sports information. National network programs do not ordijiarlly * 
offer such information. Future studies applying the gratifications 
sought/obtained model .shoiald consider these issues. s 

i. 
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TABLE 1 

DISCRIMINANT ANALYSIS DIFFERENTIATING 
PEOPLE DESIRING RELIGIOUS PROGRAMS 
FROM THOSE WITHOUT. SUCH DESIRES FOR STUDY I 



Standardized 

Canonical 
Coefficients 



Unstandardized 

Structure 
Coefficients 



Too Much Religion 
Need Station 



.55 
.62 



/ 



.59 
.54 



Religious Television 

Too Much Sex 

< 


.39 
-.32 


1 .51 
/ -.39 


NOTE: Wilk's Lambda « 


.79; Canonical CorrelJ 


tion = .46, p £.05 



TABLE 2 

^ DISCRIMINANT ANALYSIS DIFFERENTIATING 

^ PEOPLE DESIRING FAMILY PROGRAMS 
FROM THOSE WITHOUT SUCH DESIRES FOR STUDY I 





Standardized 

Canonical 
Coefficients 


Unstandardized 
Structure 
Coefficients 


"I 

Too ^kJch Violence 


-.59 


-.54 


Religious Television 


.43 


.53 


Need Station 


.50 


• .43 


Too Much Religion 


.42 


.44 


Children • 


-.27 


-.20 



-NOTE: Wilk's Lambda « .82; Canonical Correlation = .43; p<.05 , 



lABLE 3 

COfiRaAIIOKS mi& gratifications sought AfiD GPATIFICATIONS PECEIVFO 





ilfglier 
Prices 


Issues 
Tdlk 


Hale Human Current 
Hind Ouility Issues 


Drasutic 


Reporters 
People 


Enter- View- Coniparfi 
taining Trust points Ideas 


Issues 
Effect 


Pass 
Info 


Gov. 
Officials 


Evciting 


Hiyher 
Prices 




.08 


. ni 




.10 


-.10 


.1? 


.31* 


..10 


. ,19'. 


-.11 


.16* 


.23* 


•.09 


.10 


Issues 
Talk • 


.11* 


.34* 


-.01 


.18' 


.30* 


.03 


.23* 


, ,47* 


.17* 


.30* 


-.06 


.05 , 


.29* 


.00 


.13 


Hake 

una 






-.03 


.21* 


.36* 


-.02 


.14 


.17' 


.10 


.42* 


.02 


.21* 


.52* 


■23* 


.12 


Hunun 

1 1/ 




.Jr 


.Jl 


11 * 


.16* 


.14 


,31* 


.30* 


- 

.19* 


.20* 


.28*. 


.22* 


.24* 


.04 


.28* 


lurrcni . 

Issues 


.13 


.24* 


-.03 


.49* 


.24* 


.03 


-.01 


.12 


.07. 


.21* 


-.03 


.17* 


.08 


. .06 


-.11 






.21* 


,a 


,24* 




.01 


.28* 


.36** 


.12 


.03 


.22* 


.16* 


.22* 


.09 


.25* 


Reporters 
People 


-.06 


.10 




. -'O 


.12 


-.07 


.IB* 


.10 


.13 


,03 


.19* 


.43* 


.10 


.02 


.1! 


[ntertdining 


.08 ■ 


.15 


.09 


.11 


-.01 

/' 

..10 


-.02 


,40* 


.13 


.10 


.04 


.31* 


.15 


.07 


.10 


.51' 


Trust 


AC 

.05 


in* 

.30* 




.35' 


.12 


j . - 

;15 


.17' 


.26* 


.08 


.03 


.10 


.18* 


.37* 


.04 ' 


Viewpoints 


.26* 


.17* 


.12 


.15 


.29* 


.20 


.12 


.03 


.14 


.34' 


.16* 


.1) 


.24* 


. .16* 


.15 


Coipare- 
lde<is 


1] 


1? 

iff 


.03 


.05 


.<3* 




.(0* 


. .13 


-.02 • 


.43* 


-.01 


.15 


.18* 


.1! 


.07 


Issues 
effect 


.33* 


.31"!* 


-.03 


.09 


.43*' 


.02 


.21* 




.08 


.38* 


.04 


,18* 


.26* 


.02 


.32* 


Poss 
Info, 


.27* 


.52* 


■;is 


.22' 


.48* 


.03 


.26* 


.54* 


.15 


.44* 


.05 


.16* 


.38*' 


.15 


.18* 


Gov. Officials 


.24» 


.22' 


.16' 


.18* 


.42* 


.15 


.16* 


■ .25* 


.14 


.24* 


.00 


.05 


.28* 


.02 


-.05, 


Cxfiting 


.23' 


.15 


.31* 


.10 


.23* 


.oc 


.37* 


.15 


.22' 


.19* 


.23* 


.26* 


.13 


' .17* 


.'36* 
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TABLE 4 

FACTOR STRUCTURE OF GRATIFICATIONS 
FOR ALL RESPONDENTS 









Higher Prices. 


.08 


.02 


Issues Talk 


.07 


.22 


Make Mind 


.51* 


-.03- 


Human Quality 


.15 ^ 


.23 


Current Issues 


.62* 


-.07 


Dramatic 


-.14 


.57* 


Reporters People 


-.07 


.n 


Entertaining 


-.06 


.52* 


Trust 


.14 


-.04 


Viewpoints 


.26 


.34 


Compare Ideas 


.28 


.40* 


Issues Effects 


.65* 


.11 


Pass Info. 


.12 


.29 


Government Officials 


.48* 


.06 , 


Exciting 


.05 


.62* 



\ ■ 

*Met loading criterion of ±.40 
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I TABLE, 5 

FACTOR STRUCTURE OF GRATIFICATIONS 
SOUGHT FOR NEWS VIEWERS 





Actions 


Excitement 


Higher Prices 


.25 


.08 


Issues Talk 


.17 


" .07 


Make Mind 


.43* 


-.01 


Human Quality . 


.11 


.25 


Current Issues 


.43* 


-;i9 


Dramatic 


.12 


.37 


Reporters People 


.04 


.30 


Entertaining 


-.08 


.48* 


Trust 




.06 


Viewpoints 


.51* 


.14 


Comoare Ideas 


50* 




Issues Effects 


.53* 


.09 


Pass Info. 


.28 


.13 


Government Officials 


.57* 


.00 


Exciting 


.18 


.80* 



*Met loading criterion of ±.40 
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TABLE 6 

FACTOR STRUCTURE OF GRATIFICATIONS 
OBTAINED FOR NEWS VIEWERS 



Opinion Entertainment 



Higher Pfices , 


.22 


.20 


Issues Talk 


.33 


.09 


Make Mind 


.17 


.43* 


l^uman Quality ^ 


■ .06 


.05 


Current Issues 


.62* 


.11 


Dramatic 


.07 


-.01 


Reporters People 


.08 


.64 


Entertaining 


.18 


.11 


Trust 
Viewpoints 


.t)p 

.62* • 


-.01 
.23 


Compare Ideas 


-.^35 


.29 


Issue Effects ^ 


-.11 


.46* 


Pass Info. 


.54* 


.05 


Government Officials 


-09 


.05 


Exciting 


.10^ ' 


.59* 



*Met loading criterion of ±.40 



TABLE 7, 



V DISCRIMINANT ANALYSIS DIFFEREf^TIATING 




.JTATION VIEWERS F6oM NON-VIEWERS 






Standardized 


Unstandai^dized , 




Canonical 


Structure 




Coefficients, 


Coefficients 


Television Viewina 


- 21 


-.24 


Watch as Family 


- .28' 


.36 


Too Many Advertisements 


:24 


.21 - 

t 


Rel igious Programs 


-.22 


-.31 'I.. 


Need Station 


.42 


■ ._54 


Met Family Goal 


.67 


•74 \ 



NOTE: Wilk's Lambda ^ .817; Canonical Correlation = .43; p<.05 



TABLE 8 ^ 
eiSCRIMINANT ANALYSIS DIFF^ENTIATING 
NEWS VIEWERS FROM NON-VIEWERS 



Standardized 

Canonical 
Coefficients 



Unstandardized 

Structure 
Coefficients 



Religious Programs 
Need Family Programs 
Met Family Goal 



■.61 
.58 
.39 



•*61- 
.70 
.56 



NOTE: Wilk's Lambda = .925; Canonical Correlation = .27; p<.05 
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